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INTRODUCTION

Scope

Key drivers affecting consumers in Indonesia in 2022
How developments today shape consumer of tomorrow
Key findings

POPULATION AND SOCIETY

Today 2022: Generation Z constitutes the largest population cohort in Indonesia

Today: Population expanding, supported by natural increase

Indonesian consumers value quality over quantity

Tomorrow 2040: Population profile in Indonesia to remain youthful

Tomorrow : Generation Alpha the largest cohort in 2040, Gen Z's will be 30-45 years old
Tomorrow : Bandung to become the second Indonesia’s megacity by 2040

Areas of opportunity

Case study: The World Bank supports efforts to improve urban mobility in Indonesia

HOUSEHOLDS AND HOMES

Today 2022: Four-person households are the most common type in Indonesia
Prevalence of families with children necessitate larger homes

Minimalist design and energy efficiency is a top priority for home features

Tomorrow 2040: Families with children to continue growing in Indonesia

Gender disparity persists male-dominated household leadership continues

High mobile phone penetration rates present opportunities for Indonesia’s e-commerce
Areas of opportunity

Case study: E-commerce marketplace in Indonesia enhances its services

INCOME AND EXPENDITURE

Today 2022: The lower middle class D constitutes the largest social class in Indonesia
Prices surge, but inflation in Indonesia remains lower than in developed economies
Budgeteers are planning to increase their spending on essential items

Tomorrow 2040: Expenditure in lower income groups centres on essential spending
Tomorrow 2040: Incomes to grow fast on the back of strong economic development
Tomorrow 2040: Jakarta and Surabaya to lead in terms of consumer expenditure
Areas of opportunity

Case study: Bakery-cafés flourish in Indonesia as urban middle class surges

LIFESTYLES

Key findings consumer survey

Middle cohorts have a more positive outlook on their future

Indonesian consumers are choosing to invest in gold and other precious metals

Strong work/life balance deemed as the most desirable work priority

Minimalism is a preferred lifestyle among Indonesian consumers

Reducing plastics use is a top green activity, while many also choose to donate to NGOs
Areas of opportunity

Case study: The Blue Economy Roadmap to address marine ecosystem sustainability

CONCLUSION

Key takeaways

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
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spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

o Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.

e Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.

e Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/indonesia-consumer-profile/report.
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